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Abstract 
 
Customer satisfaction is the key to every successful business in the sense of profit motive, as well 
as in the long run. It is the desire of every business to be able to understand their customers’ 
need. Many businesses, especially related with the service industry, carry out different surveys and 
conduct research in order to know what their customers really want. 
 
This research was carried out to measure the customer satisfaction level in Mount Sherpa restau-
rant. The results and findings of this study will help the restaurant in improving their service quali-
ty and carry out the developments and changes required for the restaurant in the future.  
 
The theoretical approach of the research focuses on the introduction, concept and analysis of cus-
tomer satisfaction as well as the factors influencing customer satisfaction. The customer satisfac-
tion measurement models used in the theoretical study are customer expectation disconfirmation 
paradigm, servqual instrument and servicescape. This study was carried out using the quantitative 
research method. A questionnaire based survey was carried out among the customers of Mount 
Sherpa. The questionnaires were designed based on the theoretical study and need of the restau-
rant. The survey was successfully implemented and the collected results were further analysed 
using webropol. The outcomes of the survey are presented in the report using column charts with percent-
age. The results indicated that the majority of the customers were very satisfied with the present 
state of customer service as well as the food and service quality of the restaurant. However, most 
of the customers wished for changes in the menu, price range and new services like home delivery 
and relocation of the facilities. In addition, a few other improvement areas were also introduced.  
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1 INTRODUCTION 
 
In today’s market, customers have become more demanding and sophisticated. Businesses 
spend a lot of money and time, trying to understand their customers’ need and provide them 
with better services. The number of satisfied customers is a high priority in every business and 
represents the image or success of a business. It can be significantly applied in business like 
restaurant and dining services where the level of customer service and satisfaction is the most 
important priority. A restaurant with good customer service and quality always invites loyal and 
new customers whereas even a single poor customer experience can affect the image of the 
business as a whole. It is very important for a restaurant business to know and understand the 
concept of customer satisfaction in order to improve it and meet the requirement of the 
customers. (Angelova & Zekiri, 2011) 
 
Many factors affect the customer satisfaction level of a business such as courteous and helpful 
employees, skilful and friendly staffs, competitive food price, good service quality and value, 
surrounding environment, location, etc. (Hokanson, 1995) Customers have more choices and 
flexibility these days. People are more aware of the value and the competition in the market. In 
a restaurant business, if a customer is dissatisfied due to the poor service quality and product, 
he/she is more likely not coming back to the same place again. A business should focus on 
achieving good customer value by providing better service quality, product quality and value-
based prices. These activities can help a business benefit in the long run and achieve loyal 
and satisfied customers. Such business last longer in the competitive market and thus, 
maximize profit in the future. (Angelova & Zekiri, 2011) 
 
There are several experimental research and evidence that shows the positive relation 
between customer satisfaction, service quality, loyalty and retention. Nowadays, companies 
are focusing their priorities towards customers and providing them with better service quality, 
which leads to customer satisfaction. The possibility of service quality to meet the customer’s 
expectation or exceed the expectation also depends on the customer’s previous expectations. 
(Angelova & Zekiri, 2011)  
 
Every business is interested to know more about their business impression and their custom-
er’s perception which could help them bring positive changes and attract more customers. For 
example, the food quality, menu pricing and value, service promptness, friendliness of staffs, 
waiting time, decorations and the overall customer service. Different individuals have different 
taste in food. Likewise, ethnicity of an individual has a prime role in their food choice. Howev-
er, a quality food with courteous behaviour and services are what all customers seek in a 
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restaurant. Many researchers have studied about the level of customer satisfaction and 
conducted several surveys and researches in different departments and businesses; (Ryu 
2005) however no one has yet completed any research in Mount Sherpa. This is the one and 
only Nepalese restaurant in the centre of Kuopio. The research focuses on identifying the level 
of customer satisfaction in Mount Sherpa restaurant through customer based survey.  
 
The main purpose of this thesis is to identify the customer’s level of satisfaction at Mount 
Sherpa restaurant in Kuopio. It gives us the opportunity to identify the customer behaviour and 
possible ways to improve the customer service and relations. The research questions are 
targeted towards the perception of the customer on the food quality, menu pricing and value, 
service quality and experience of the restaurant. 
 
The main research problem for the thesis study is as follow: 
(1) Level of customer satisfaction and opinions regarding the service quality and food 
(2) How to improve customer satisfaction at Mount Sherpa restaurant and bring possible 
changes the customers’ want to see in the future 
 
Research methodology is a research process which involves concepts such as paradigm, 
theoretical model, phases and quantitative or qualitative techniques. These methods assist us 
in collecting, distributing, analysing and applying necessary information and data for the 
purpose of our research study. (Irny and Rose, 2005) 
 
The thesis structure covers four different parts related to the customer satisfaction research 
of Mount Sherpa. Chapter one gives introduction of the study which also includes the purpose 
of the thesis, research problem and methodology. Chapter two deliberates the concept and 
analysis of customer satisfaction which include theoretical parts of customer satisfaction, 
customer orientation and customer satisfaction measurements with sub division; expectation 
disconfirmation paradigm, servqual instrument and servicescape. The chapter further discuss-
es about the main factors influencing customer satisfaction like customer expectations and 
perception, customer experience and loyalty, service quality and customer satisfaction 
measurement. Chapter three discusses about the customer satisfaction survey of case 
company; Mount Sherpa Restaurant. It includes methodology of the research, questionnaire 
design, data collection method, validity and reliability of the research and the customer 
satisfaction analysis of Mount Sherpa.  In the final chapter 4, the conclusion and summary of 
the research is presented.   
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2 CUSTOMER SATISFACTION 
 
Customer satisfaction has been a key concept and goal for every business. As indicated by 
Farris, Bendle, Pfeifer and Reibstein (2010), consumer satisfaction is characterized as the 
number of clients, or rate of aggregate clients, whose reported involvement with a firm, its 
items or its administrations surpasses determined satisfaction objectives. Business today is 
about making their client satisfied and keep up a decent customer relation for the future 
keeping in mind the end goal to achieve customer loyalty. A satisfied customer is less likely to 
switch their choice of products and services. Satisfaction can be related to a person’s feelings 
that can be pleasure or disappointment resulting from comparing a service or product’s 
perceived performance or outcome in relation to the buyer’s expectations (Kotler and Keller, 
2009, 789). A customer is the key factor in any business succession. A satisfied customer 
always demands for more which creates the opportunity to supply and gain profit in the 
competitive market. Hoyer and MacInnis (2001) stated that, satisfied customer is the key 
element to shape the establishment of any successful business since; customer satisfaction 
encourages customers to re-purchase the products and services, ensures brand loyalty and 
improves the business image by increasing positive word of mouth. The number of satisfied 
customers represents the image or success of a business. 
 
 In today’s business world, there are several competitors for any kind of business in the market 
and the customers have high level of choices. If a business fails to understand its customers 
need than the sales starts declining which leads to failure in many business cases. In order to 
improve our customer satisfaction, we need to first identify the customers experience and their 
needs. It is very important for a business to know and understand the theory of customer 
satisfaction in order to improve it and meet the requirement of the customers. And for this 
purpose, it is important to do a customer research based on their interest, likes, desire and 
dissatisfaction point and provide them the value of what they pay for. (Kotler 2000, 88) 
 
Customer orientation is a business action in which the companies focus its priorities towards 
the needs and satisfaction of the consumers. Customer oriented business such as a restau-
rant, can be based on both traditional and modern methods. In modern days, businesses face 
strong competition due to the change in marketing principles which is focused towards 
innovative marketing concept rather than traditional product and sales that can help the 
business to outshine the competition in a business market. (Kotler 2000, 274)  
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In traditional chart, the top management were given the highest priority that governs the 
decision-making of the business followed by the middle management in the second who 
forwards and controls the issued orders to the front liner employees who works with the 
customers. And finally, the customers were given the last priorities in the traditional chart. 
Such method is followed by managers who regards customer as the only way of profit for 
business. (Kotler and Keller, 2009, 124-125) 
 
 
 
Figure 1: Traditional Customer-Oriented Organizational charts (Kotler and Keller, 2009) 
 
The modern chart is the invert of the traditional chart where the customers are given the 
highest priority. Nowadays, successful businesses follow this chart. Many companies develop 
new products and services based on the needs and characteristics of the customers.  The 
front-line people also receive the second most importance since they meet and interact with 
customers and receive feedbacks on a regular basis. The middle-management who supports 
the front-line people is at the third place followed by the top management at the last place of 
the chart who supports, hire and control the middle level managements. (Kotler and Keller, 
2009, 124-125) 
 
 
 
 
 
 
 
Top 
Management 
Middle 
Management 
Front-line people 
Customers 
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     Figure 2: Modern Customer-Oriented Organization Chart (Kotler and Keller, 2009) 
 
2.1 Customer satisfaction measurement 
 
In recent years, customer satisfaction has gained a huge attention from different companies. 
Such companies use different customer research and analysis methods to measure the 
customers’ satisfaction level. Numerous customer satisfaction models and theories about 
customer satisfaction have been developed in order to make such research and analysis 
process more focused and convenient. (Angelova & Zekiri, 2011) 
 
While many business successes can be measured by amount of sales made or the current 
market share of the company, customer satisfaction level of a business gives us the indication 
about the future sales and constancy of the customers buying capacity and interest of the 
business. Its gives us information about customers such as the overall satisfaction level, 
customer loyalty, expectation, experience, perception and service quality of the business. 
Many national level customer satisfaction index (CSI) have also been developed, since the 
first customer satisfaction index developed by Swedish Customer Satisfaction Barometer 
(SCSB) in 1989. (Angelova & Zekiri, 2011) 
 
 
The Expectations Disconfirmation Model has been the most dominating and promising 
theoretical framework for the research of customer satisfaction. This model shows a relation 
between the expectations and perceptions of the consumers. Expectations are created from 
Customers 
Front-line people 
Middle 
management 
Top 
management 
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the beliefs and anticipation about the level of performance that a product or service will 
provide. It compares the pre-consumption expectation of a customer with the post- consump-
tion experience while using a product or service. (Hoyer, Pieters & MacInnis 2013, 275) 
 
The model describes us that when consumers buy goods and service from a business, they 
also make pre-purchase anticipation that the goods and services are going to perform as 
expected. Once the product or service is used, the pre-purchase expectation than becomes 
the standard to measure the satisfaction level of the product or service. If the outcome or 
experience reaches the pre-purchase expectation, positive expectation confirmation takes 
place. The negative, expectation disconfirmation takes place if the outcome or experience is 
lower or different than the pre-purchase expectation. The model explains that, when service 
execution is superior to the customer's initial expectation, there is a positive disconfirmation 
between the expectation and performance which results in satisfaction, while when service 
execution is as expected, there is a confirmation between desires and perceptions which 
brings satisfaction to the customers. If service performance is not as good as the customer 
expected there is a negative disconfirmation between expectations and perceptions which 
causes dissatisfaction. (Erevelles & Leavitt, 1992) 
 
This expectation disconfirmation model has been commonly used to evaluate satisfaction with 
different products and services, for example with the restaurant services (Bearden & Teel, 
1983) and with hotel and holiday destination services (Barsky, 1992; Barsky & Labagh, 1992). 
 
 
The servqual instrument is a widely used approach for measuring service quality to compare 
customers' expectations before a service encounter and their perceptions of the actual service 
delivered by the organization. It was introduced in 1988 by Parasuraman, Valarie Zeithaml and 
Len Berry in order to measure the scale of quality in service sectors. If the expectation of the 
customer is higher than their perception of the product or service received, it indicates that the 
service quality is low (Parasuraman, Zeithaml and Berry 1985). Nyeck, Morales, Ladhari & 
Pons (2002) also indicated that the SERVQUAL instrument is one of the most complete 
attempts to hypothesize and measure the service quality of any business or service. Servqual 
was originally measured on 10 dimensions which were later reduced to the following five 
dimensions also known as RATER. 
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1. Reliability: It is the ability to perform the assured service dependably and accurately such 
as billing and records. 
2. Assurance (including competence, courtesy, credibility and security): It is related to the 
information and good manners of employees and their personal ability and skills to ensure 
trust and provide confidence to the customers. 
3. Tangibles: It refers to the appearance of physical facilities, equipment, employees and 
communication material of the organization. 
4. Empathy (including access, communication, understanding the customer): It discusses the 
understanding, caring and individualized attention that the firm provides to its customers.  
5. Responsiveness: It is the willingness to help customers and provide prompt and constant 
service. (Van Iwaarden, Van der Wiele, Ball and Millen, 2003). 
 
Many businesses and services use servqual method in order to measure and maintain control 
of the service quality. Based on these five dimensions, different kind of surveys and question-
naires are prepared that measure the expectations of service quality as well as their percep-
tions of the service received. It is generally done by using 22 attributes which measure the 
performance across these five dimensions, using a seven point like scale measuring both 
customer expectations and perceptions. (Gabbie and O’Neill 1996) It is necessary for the 
researcher to keep in mind that the feedbacks collected from the surveys can be confusing 
and misleading if the surveys are conducted without sufficient information and knowledge on 
both the quality of services expected and perceptions of services. 
 
From the results of the research done in various countries, the important factors to affect the 
consumer satisfaction were the service quality and perceived value of the business. The 
studies also indicated that, consumer satisfaction ultimately results in trust, price tolerance and 
customer loyalty. As a result, building strong association and relationship with customers is the 
key backbone for all organizations in the long-term, and more precisely, companies in service 
businesses. Nowadays, service organizations focus more on the important factors like 
customer satisfaction, customer perception, customer loyalty and service quality which helps 
to improve the performance of the business and achieve more profits. (Angelova & Zekiri, 
2011) 
 
According to Booms and Bitner (1981), servicescape is a concept that emphasis the influence 
of physical environment in service places and hospitality business. Boom and Bitner catego-
rized servicescape as the situation in which the service is shared between the two parties, the 
seller and customer where they communicate combined with the product or service that 
motivates the presentation or communication of the service. They argued that the physical 
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environment of restaurants could be effectively utilized to strengthen the brand image of the 
company, to reposition the customer’s perception and to improve their customer satisfaction 
on the basis of the service provided. The servicescape includes the external environment such 
as exterior design, parking, surrounding environment, landscape and interior environment 
such as interior design and decoration, equipment and utensils, air quality, noise level, 
temperature and atmosphere (Rosenbaum and Wong, 2007). According to the research 
conducted by Brady and Cronin (2001) and Raajpoot (2002) in four different service industries, 
the customers listed the service environment as a consideration in their service quality 
evaluations. Their studies revealed three main factors that influence the perceived quality of 
the physical environment: ambient conditions, facility design and social factors. The two official 
organizations, National Restaurant Association (NRA) and Consumer Reports on Eating Share 
Trends (CREST) have both classified the types of independent restaurants into four different 
categories which is quick service, midscale, casual dining, and upscale (Ryu 2005). 
 
 
2.2 Factors Influencing Customer Satisfaction  
 
According to Hokanson 1995, there are many factors that influence customer satisfaction. 
Such factors include different customer related issues such as friendly and experienced 
workers, quality of service, marketing accuracy, competitive price, prompt service, price value, 
etc. (Hokanson 1995, 16). A customer’s perception, belief, attitude and value also influence 
one’s experience and involvement with the product and service. 
 
Many researches have been conducted around the world by different organisations based on 
customer satisfaction. Nowadays, service companies focus more on issues related with 
customer satisfaction, service quality, perception and loyalty of the customer. A business 
which is able to focus and make progress in these factors, will certainly improve its perfor-
mance and profits. In the long run, customer satisfaction is the key to success of every 
business as it helps to achieve customer’s trust and price tolerance and thus lead to customer 
loyalty which is a key factor in the long-term of business. Thus, building strong relationship 
with the customers is the ultimate key for the success of any business organizations. (Angelo-
va & Zekiri, 2011) 
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2.3 Customer Expectations and perception 
 
Expectation in a simple language is a belief or faith that is possible to happen in the future but 
may or may not be real. Similarly, customer expectations are the beliefs, needs, wants and 
predetermined ideas of customers about certain product or service. It can be shaped by 
different past experiences such as advertising, rumours, word of mouth, awareness of 
competitors and brand image. Customers structure their expectation on the basis of their past 
experience, recommendation from friends and relatives, and marketers' and competitors' 
information and promises (Kotler 2000, 206). Customer expectations are principles and beliefs 
related with the distribution of the service that will function as standards or reference points 
compared to which the performance is decided (Pizam 2010, 136).   
 
 
Customer satisfaction is related to the product’s perceived performance. It is a challenge for 
many businesses to satisfy their customers by trying to fulfil their expectations. If the perfor-
mance is lower than their expectation, the customer is likely to be disappointed; if it meets the 
customer’s expectations, he or she is most likely to be satisfied and if it exceeds the expecta-
tions, the customer will be very satisfied and could turn out to be a loyal customer in the future. 
For a business to succeed, it should be able to consistently deliver higher quality service 
compared to its competitors and exceeds the customers’ expectations. (Kotler and Keller 
2009, 156-168) 
 
 
Perception is the organization, identification, and interpretation of sensual information in order 
to represent and understand the environment (Schacter, Gilbert and Wegner 2010). It is simply 
an opinion about something observed. A customer’s perception is a concept that gives us an 
idea about the customer’s opinion, awareness, and impression, responsiveness about the 
business, and its product and service. It gives us idea in determining the customer satisfaction 
and the business success. It is mostly affected by advertisings, social media, personal 
experience, reviews, public relations, etc. Customers who receive the perceived service are 
most likely to be satisfied, and satisfied customers can be expected to continue loyalty for the 
business and also provide recommendations which can be helpful for the business in the 
future prospect. (Reichheld and Teal 1996) 
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2.4  Customer experience and loyalty 
 
Customer experience can be explained as the entire awareness and concept a customer has 
achieved when dealing with a business or a supplier with their products and/or services. It can 
include many issues such as attractions, attitudes, use, re-purchase, and support. Customers’ 
experiences have become the important characteristic for the success of any business 
(Peppers & Rogers 2005).   
 
According to J. Sebor (2008), if a company is able to deliver a quality customer experience 
that exceeds its customer’s expectation, it will help to increase the amount of consumer 
spending with the company and eventually motivate loyalty to its brand. Loyalty mainly 
depends on how well the company communicate with its customers and fulfil their wants and 
needs. For example, Starbucks spent about $10M on publicizing from 1987 to 1998 yet added 
in excess of 2,000 new stores to suit the growing demand and sales. Starbucks' popularity is 
focused around the experience that drove its customer to exceptionally prescribe their store to 
friends, family and relatives. (Smith & Wheeler 2002) 
 
Customer loyalty plays a vital role in any business. It is the result of a satisfied customer 
service and a good service quality which attracts the customer to buy or use the service from 
the same business for a longer term. Every business should aim for loyal customers rather 
than a new or frequent customer. A frequent customer may change the choice of the product 
or service in respect to the change in market price but a loyal customer tends to pay even 
higher price in order to continue their product or service need. Loyalty helps to gain trust of the 
customers and build a longer relation which helps the business in the future competitive 
market. Customers can be loyal to a brand, a product or even an employee of a business. 
(Kotler & Keller 2009, 163-164) 
 
Oliver (1997, 392) recommends that customer loyalty is a deeply held responsibility or belief to 
re-purchase or re-utilize a preferred product or service regularly in future, even though certain 
situational effects and marketing efforts may bring the feeling of substituting or changing 
behaviour. A satisfied and loyal customer often refers the product or service to other individu-
als.  
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2.5 Service quality 
 
In simple words, quality explains us about the feature and superior value of a product. A 
quality of a product describes the worth of a product to the consumers. In the current markets, 
products are not only purchased due to their brand name, features or price but also the quality 
of the product. Similarly, service may be defined as an act of helping others or providing 
facilities to help others. Zeithaml & Bitner (2003, 85) expresses that service quality is a 
centered assessment that reflects the customer's perception of particular measurements of 
service based on the factors: reliability, responsiveness, assurance, empathy and tangibles. 
The service quality of a business reflects its image of the business towards the customers. It is 
the service quality of any business that makes it distinctive compared to their competitors in 
the market. Service quality is also defined as the difference between technical quality, what is 
delivered and functional quality, how it is delivered and as process quality which is judged 
during the service and output quality which is judged after the service. (Lehtinen, 1983; 
Grönroos, 1983) 
 
The perceived service quality model describes what customers perceive as a quality and not 
on what the companies perceive as a good quality (Grönroos 2000, 67). Figure 1 below is the 
illustration of the perceived quality model 
 
Figure 3: Grönroos (1990) model of service quality 
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Theories about the customer describe that the buying behaviour has a strong influence on the 
service quality model. This model describes us about the customer’s perception when buying 
products and services. It gives us the idea about what customer really wants and seeks when 
using a service or product based on the two quality dimensions; technical quality which refers 
to the outcome delivered by the service and Functional quality which refers to the method in 
which the service is delivered or how it is delivered (Grönroos.1984, 36-44). These dimensions 
affect the image and the perception of quality in various ways. According to the perceived 
quality model, the quality of a service is as perceived by the customer; it is the result of a 
comparison between expectations of the customer and his/her experiences. The total per-
ceived quality can be said to be optimistic in a situation where experienced quality exceeds the 
expected quality of the customers. If the expectations of the customers are not met, the total 
perceived quality is considered to be very low and the customer satisfaction is then negative. 
(McNeil, Crotts. 2006, 39-40) 
 
2.6 Customer satisfaction measurement 
 
Customer relationship management basically explains us about building and overseeing 
profitable relation with its customer, whether its service related or sales oriented. Beside the 
business customers, it is likewise used to deal with the association with business customers, 
suppliers, workers, distributors and additionally competitors. CRM helps a business in 
numerous areas. It helps a business in understanding its clients' need and value, aids in 
holding clients by giving them better customer experience, draw interest from new customers, 
clients and win deals and subsequently expand sales. In most small businesses, it is always 
important to focus on existing customers rather than achieving new customers. In most cases, 
the cost of acquiring new customers is always more expensive and time consuming than 
maintaining current customer relation. Better customer service helps to achieve customer 
satisfaction and increases customer loyalty. Loyal and satisfied customers are an asset to any 
businesses since they are willing to pay even higher prices in order to continue the services for 
long terms. (Kostojohn, Johnson & Paulen. 2011)  
 
Nowadays, companies focus more on accurate and focused marketing rather than wasteful 
mass marketing to build strong relationship with customers. CRM helps to carefully manage 
the comprehensive information and data of each individual customer using touch points to 
increase the customer loyalty. A customer touch point is any event where the customer comes 
across the brand or product of a business, based on actual experience to personal or mass 
communications to casual observation. For example, the touch points for a restaurant may 
consist of factors like reservations, restaurant services, menu choices, serving, environment 
15 
 
and facilities, etc. CRM helps companies to provide excellent real-time customer service by 
using individual account information. On the basis of the type of customers, companies can 
customize their product, services, advertisements and programs. (Lanning, 2000) 
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3 CUSTOMER SATISFACTION SURVEY; CASE MOUNT SHERPA 
 
Mount Sherpa is a Nepalese restaurant with fine-dining service opened in May, 2013 as the 
first Nepalese cuisine restaurant in Kuopio region. It is situated in the heart of Kuopio city and 
is a successful restaurant business. Although it is a quite new restaurant in town, Mount 
Sherpa have already earned its name as one of the best restaurant in Kuopio in first year of its 
establishment. Mount Sherpa restaurant achieved the top ranking of number 1 best restaurant 
in Kuopio according to Eat.fi website which is a customer based rating and feedback website 
for restaurants in Finland. The restaurant still dominates the list as the best restaurant with fine 
dining service in Kuopio with the rating of 4.7. (Mount Sherpa consumer review, eat.fi) 
 
 
 
Figure 4: Mount Sherpa consumer review according to Eat.fi as of 26.01.2015 (Eat.fi, 2015) 
 
 
The restaurant serves the flavour of south-east Asian food and excellent atmosphere for lunch 
as well as dinner service along with the taste of Nepalese food and culture in its ambience. 
The restaurant recently moved to a new and better location in January 2015 which is only a 2 
minute walk from the old location. The restaurant has 50-60 seats inside for customers during 
the winter and about 80 possible seats during the summer including the outside terrace in its 
new location. The restaurant opens from 10:30 am- 21:00 pm during weekdays and 10:30 am- 
23:00 pm during Fridays and weekends. Likewise, 10:30 am-15:00 pm is allocated for lunch 
and dinner is served after 15:00 pm respectively. The restaurant also provides 10% takeaway 
discount on main course of the dinner items as well as 15% discount for students in main 
course.  The restaurant serves various dishes and cuisine which are made from chicken, lamb, 
pork and vegetarian items that is especially served with rice and Naan bread.  The restaurant 
offers A La Carte lunch menus also with children menus. (Mount Sherpa Ravintola, 2015) 
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The restaurant is also famous for its food quality and taste, service promptness, friendliness of 
staffs and the customer service provided by the business. The main costumers of the restau-
rant are working people around the center of Kuopio who visit the restaurant mostly for 
workday lunch. The restaurant organization structure includes the restaurant manager, a head 
chef, 2 chefs and 2 waiters. The manager is the sole owner of the restaurant and can operate 
the business efficiently according to the situation and maintain profitability and reputation of 
the business at the same time. (Mount Sherpa Ravintola, 2015) 
 
3.1 Methodology  
 
Methodology can be described as the systematic and hypothetical examination of the strate-
gies connected to a field of study. Typically, it incorporates the ideas, for example, standard, 
hypothetical model, stages and quantitative or qualitative procedures (Irny et al., 2005). The 
main aim of this thesis is to measure the overall satisfaction level of the restaurant and how to 
improve the customer satisfaction in Mount Sherpa. 
 
 Quantitative research method has been chosen by considering the nature and objective of 
this study. Quantitative research can be described as a systematic empirical investigation of 
social individualities through statistical, mathematical or numerical data or computational 
techniques (Given, L. 2008). According to Aliaga and Gunderson (2000), quantitative research 
can be defined as an observable occurrence of gathering different statistical data that are 
evaluated using mathematically based approaches which appears to be more appropriate 
based on the type of research. The quantitative approach is more suitable for this type 
research as it is more convenient method to obtain the desired responses using both figures 
and theoretical findings. This method provides the quantitative relationship between empirical 
observation and mathematical expression. 
 
3.2 Questionnaire design & data collection  
 
The questionnaire in Appendix 1 was used to gather the required data from the research. The 
questions are designed according to the need of the research. A total of 18 questions are 
asked out of which 17 are given alternative choices and 1 with open ending. All the 17 
questions are to be marked by respondent’s choices. 3 of the 17 questions with alternatives 
also have an open space for the respondent to write their own comments and choice beside 
the alternatives provided. 5 scales of measurement: strongly agree, agree, neutral, disagree 
and strongly disagree options are used in measuring the satisfaction level. Required number 
of smiley and unhappy icons are used in such questions in order to make the answering 
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options easier and convenient for the respondents since the language used in the question-
naire is English which may be hard for some respondents to understand.  
 
Also, a 1€ discount was given in any food ordered to the respondents who fill up the question-
naire and submit in the cash counter. This was done in order to attract more respondents and 
collect the full responses more swiftly. 
 
The printed versions of questionnaire were distributed to the customers between 28.11.2014 
to 18.12.2014. Out of the total questionnaires submitted, 38 responses were collected. Due to 
the less number of customer attendance in the holiday time, lower amount of responds were 
collected. As the questionnaires were in English language, much responds were not collected. 
The lack of understanding and language skill could have been a barrier in data collection. The 
collected responds were later imported to Webropol software for further analysing the result of 
the questionnaire. The headwaiter and staff of the restaurant played an important role while 
submitting, collecting and handling the questionnaires from the customers.  
 
 
3.3 Validity and reliability 
 
Validity and reliability are the two major concepts to measure the legitimation and trustworthi-
ness of a research. Validity is a measurement instrument that is reliable and is one that is 
stable or consistent across time (Kerlinger, 1986). Validity helps to identify if the research used 
correct measures that it was proposed to measure or how honest the study results are (Joppe 
2000). According to Joppe (2000), reliability can be defined as the research point to which the 
results are anticipated over the long term and an accurate illustration of the overall population 
used under study. The research instrument used during the study of any particular subject is 
assumed to be reliable if the outcome of the study can be systematically replicated using a 
suitable or related method.  
 
The research questionnaires and data were selected in order to be able to get more reliable 
information for the restaurant rather than valid. The questionnaires were planned and de-
signed with the support of the thesis supervisor and in cooperation with the restaurant 
manager. The survey data were collected in general from random customers. Personal 
question or interviews were not done. To sum up, the findings of the research are reliable 
since the collected data are from the actual customers of Mount Sherpa who attained the 
restaurant for different purposes during different time. Almost, all the questions were answered 
in the survey by all respondents. However, the lower amount of responses may affect the 
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reliability of the research. Also, the survey and study was conducted based on Mount Sherpa 
restaurant only. So the results may not be valid or applicable to other restaurants.  
 
 
3.4 Customer satisfaction of Mount Sherpa 
 
 
Customer features 
 
 
 
Figure 5: Customer feature (n=38) 
 
Age & Gender Distribution of respondents 
 
From the participated candidates in the survey, 15 people were male and 23 were female. In 
proportion, 39.5% of the respondents were male and 60.50% were female. The number of 
female participation is slightly more than the males.  
 
According to figure 6, the largest age group of respondents were 18-30 years old where 26.7% 
were male and females with 47.8%, much higher than males. The age group of 31-40 years 
old were in the second biggest age group with 26.7% male and slightly higher female group 
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with 34.8%. The age group of 41-60 years old were the smallest with a very high number of 
males which is 46.6% compared to the female age group of 17.4%. From the figure, we can 
also understand that neither of the respondents were under 18 years old and above 60 years 
old which gives light to the fact that the target customer for Mount Sherpa  are ranged from 18-
60 years old.  
 
 
 
Figure 6: Age-group of respondents (n=38)  
 
 
Nationality of the respondents 
 
Most of the respondents were Finnish nationality (89.5%) whereas only few people were from 
foreign backgrounds (10.5%). This states that most of the customers, who attend Mount 
Sherpa, have Finnish backgrounds or are local people of Kuopio. The restaurant might seem 
to be less attractive or popular to people from foreign backgrounds or cannot be found by 
occasional foreign tourists.  
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Profession of the respondents 
 
Out of the total respondents, 10.50% of the respondents were students, 81.60% were working 
people, 5.30% of entrepreneur and only 2.60% were unemployed. The number of retired or 
pensioned off people visiting the restaurant was 0. Figure 7 show that the largest numbers of 
customers for Mount Sherpa are working people. 
 
 
 
Figure 7: Profession of the respondents (n=38) 
 
 
Rate of other restaurant visits compared to Mount Sherpa  
 
According to figure 8, 10.5% of respondents visit restaurants on a daily basis whereas no one 
visits Mount Sherpa on a daily basis. 21.1% of respondents visit restaurants few times a week 
whereas only 2.6% visits Mount Sherpa few times a week. 23.7% of the respondents visit a 
restaurant once a week and only 2.6% visit Mount Sherpa once a week. Most of the respond-
ents (36.8%) visit other restaurants few times a month. Likewise, most respondents (39.5%) 
also visit Mount Sherpa few times a month. Only 5.3% of the respondents visit other restau-
rants once a month while 26.3% of the respondents visit Mount Sherpa once a month. 
Similarly, only 2.6% of the respondents visit other restaurant few times a year while 21.1% of 
the respondents visit Mount Sherpa few times a year. None of the respondents visit other 
restaurant rarely however, 7.9% of the respondents visit Mount Sherpa on a rare basis.  
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On average, females visit other restaurant slightly higher than male which is 3.3 on averages 
whereas males visit is 2.87. Males visit Mount Sherpa restaurant on an average basis of 5.07 
which is slightly higher than female visit which is 4.7. Age group of 41-60 years old visit other 
restaurants slightly higher than other age group which 3.18 on average followed by 31-40 
years old which is 3.17 and 3.07 average by 18-30 years old. 41-60 years old also visit Mount 
Sherpa restaurant higher than other age group which is 5.09 followed by 18-30 years old and 
31-40 years old which is 4.87 and 4.58 on average. 
 
 
 
 
Figure 8: Other Restaurant visits compared to Mount Sherpa visit (n=38) 
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Familiarity with Nepalese food and Mount Sherpa’s food items 
 
Out of the total respondents, 18.4% were very familiar with Nepalese dishes and 26.3% were 
very familiar with Mount Sherpa’s food items.  36.8% fairly knew about Nepalese food and a 
high number of respondents, 57.9% fairly knew about Mount Sherpa’s food items. 42.2% knew 
a little about Nepalese food and only 15.8% knew a little about Mount Sherpa’s food items. 
2.6% didn’t have any knowledge about Nepalese food however none of the respondents were 
unfamiliar to Mount Sherpa’s food items. This information can be helpful for Mount Sherpa to 
form a product image. They could also focus more on providing information about Nepalese 
food and culture. 
 
 
 
Figure 9: Familiarity with Nepalese food and Mount Sherpa’s food items (n=38) 
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Occasion of this visit in Mount Sherpa 
 
Figure 10 illustrates that the highest occasion of visit to Mount Sherpa is for workday lunch 
which is 64.1% of the total respondents followed by 20.1% as friends gathering. 7.9% visited 
the restaurant as unplanned as some customers accidentally came across to it since the 
restaurant is in the center of the city which makes it easy to find for any customers.  Only 5.3% 
visited Mount Sherpa as family gathering and 2.6% as social or romantic appointment.  
However, no one visited the restaurant for business meeting or any other occasions. 
 
 
 
Figure 10: Occasion of this visit in Mount Sherpa (n=38) 
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Perception on the current menus pricing 
 
According to figure 11, very high number of respondents thought the menu pricing was on 
average rate compared to other restaurants. 18.4% of the respondents assumed the menu 
price were cheap and only 5.3% of the respondents thought the menu pricing was expensive. 
However, none of the respondents assumed menu pricing as very cheap or very expensive.  
This data gives us an impression that the menu pricing can still be increased slightly. 
 
 
 
 
Figure 11: Perception on the current menus pricing (n=38) 
 
 
Taste of the dishes ordered 
 
From the figure 12, we can see that a very high number of customers are satisfied with the 
taste of the food they ordered. 76.3% of the respondents agreed that the taste of food was 
excellent and 21.10% agreed as good taste, and only 2.60% approved the taste to be 
average. None of the respondents said that the ordered food was bad or very bad. It shows 
that the customers are quite satisfied with the products offered by Mount Sherpa. 
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Figure 12: Taste of the dishes ordered (n=38) 
 
Staff professionalism and friendliness 
 
From the responses collected, a very high number of respondents (81.60%) rated the staff 
professionalism and friendliness as excellent and 18.40% rated it as good. No respondents 
rated the staff professionalism and friendliness as average, bad or very bad. It shows that the 
customers are quite satisfied with the services offered by Mount Sherpa. 
 
 
 
Figure 13: Staff professionalism and friendliness (n=38)  
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Waiting time for ordered food 
 
Figure 14 gives us the information about how long the customers waited for the ordered foods. 
Customers who waited very long i.e. 20-40 minutes were only 2.6% where as customers who 
waited an average time 10-20 minutes were 26.3% and customers who waited for short period 
of time i.e. 5-10 minutes were 71.1%. None of the respondents waited more than 40 minutes. 
It is a positive data for the business since most people are satisfied with the waiting time. This 
kind of situation could be given more attention by the business as; many restaurant business-
es lose its customers repeatedly as well as permanently due to the long waiting time of the 
restaurants. 
 
 
 
 
Figure 14: Waiting time for ordered food (n=38) 
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General experience with the restaurant 
 
The following Figure 15 shows the general experience of the respondents inside restaurant 
such as comfort and environment, hygiene and cleanliness, decoration and lighting, table and 
chair settings, smell/odour of the restaurant, utensils used in dining and the background music 
in Mount Sherpa restaurant. 36.8% of the respondents rated comfort and environment as very 
good and 63.2% responded it as good. Not a single respondent rated comfort and environ-
ment as average, bad or very bad. It would mean that the customers are satisfied with the 
comfort and environment of the restaurant. 
 
60.5% of the respondents rated hygiene and cleanliness as very good and 39.5% rated it as 
good. None of the respondents rated hygiene and cleanliness as average, bad or very bad. It 
describes that the customers are very satisfied with the cleanliness and hygiene of the 
restaurant.   
 
34.2% of respondents valued decoration and lighting of the restaurant as very good, 55.3% as 
good and 10.5% as average. No one regarded it as bad or very bad. The respondents seem to 
be satisfied with the lightning and decoration of the restaurant. 
 
21.1% of the respondents regard table and chair settings as very good and a very high 
number of respondents, 71% regard it as good and only 7.9% regard it as average. None of 
the respondents rated it bad or very bad. Respondents appear to be satisfied with table and 
chair settings of the restaurant. 
 
57.9% of the respondents think the smell/odour of the restaurant as very good, 39.5% as good 
and only 2.6% as average whereas none regarded it as bad or very bad. Respondents are 
also satisfied with the smell/odour of the restaurant. 
 
31.6% rated the utensils used in dining as very good, 60.5% rated utensils as good and only 
5.3% rated it as average. However, 2.6% of the respondents rated it as bad. Most respondents 
seem to be happy with the utensils used in the restaurant and a very small number of re-
spondents seem to be dissatisfied with the utensils used in the restaurant. 
 
18.9% regard the background music of the restaurant as very good, 59.5% as good and 
21.6% as average. The average rating given by the respondents is a little bit higher in this 
experience. Respondents seem to be satisfied in an average level with the background music.  
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Figure 15: General experience with the restaurant (n=38) 
 
Table 1 shows the satisfaction of the respondents with the general customer experience. The 
respondents were very satisfied with the hygiene and cleanliness of the restaurant which 
mean is 4.61, the highest among all and followed by smell/odour of the restaurant which is 
4.55. Similarly, comfort and environment rated third in the general experience with 4.37 and 
decoration and lighting on fourth with 4.24 on average. Utensils used in dining are rated fifth 
with an average of 4.21 and table and chair settings were marked in sixth with 4.13 on 
average followed by background music at the last which was rated as good by the respond-
ents with the rating of 3.97 on average. The overall experience with 4.3 on average represents 
that the customer are very satisfied with the general level of customer experience. 
  
0%
10%
20%
30%
40%
50%
60%
70%
80%
Very good Good Average Bad Very bad
Comfort and Environment
Hygiene and Cleanliness
Decoration and lighting
Table and chair settings
Smell/Odour of the restaurant
Utensils used in dining
Background music
General Experience 
30 
 
 
Very bad Bad Average Good Very good Total Average (2) 
Comfort and environment 0 0 0 24 14 38 4.37 
Hygiene and Cleanliness 0 0 0 15 23 38 4.61 
Decoration and lighting 0 0 4 21 13 38 4.24 
Table and chair settings 0 0 3 27 8 38 4.13 
Smell/Odour of the restaurant 0 0 1 15 22 38 4.55 
Utensils used in dining 0 1 2 23 12 38 4.21 
Background music 0 0 8 22 7 37 3.97 
Total 0 1 18 147 99 265 4.3 
 
Table 1: The general customer experience on average (mean) (n=38) 
 
Source of information  
 
Figure 16 describes that the largest source of information about Mount Sherpa is through 
friends, which is 52.60%. The internet and social media, 13.2% as well as the co-workers, 
13.2% provided equal source of information about Mount Sherpa. 10.5% voted advertising 
stand outside tori as the source of information about Mount Sherpa where as 7.9% voted TV 
and newspapers as the source of information. Only 2.6% voted restaurant website as a source 
of information. Family and other sources were not mentioned by any respondents. The 
restaurant could give awareness to people about its website and provide offers and infor-
mation and take suggestion through their website. It can help in increasing its sales and make 
the service more prompt. 
 
 
 
Figure 16: Source of information about Mount Sherpa Ravintola (n=38) 
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Constancy/ Loyalty study 
 
Figure 17 shows that the majority of the respondents are willing to visit Mount Sherpa again. 
94.70% agreed to absolutely visit Mount Sherpa restaurant in the near future and 5.3% also 
agreed to yes. On the positive side, none of the respondents agreed with the may be, may be 
not and never option. It shows the possible continuity of the customers in the future. 
 
 
 
Figure 17: Constancy/ Loyalty study (n=38) 
 
 
 
Recommendation to others 
 
According to figure 18 data, a very high number of respondents, 92.10% of the respondents 
absolutely agreed on recommending the restaurant to other people who may include their 
friends, family, co-workers, business partners, etc. Also, 7.9% of the respondents agreed to 
yes option to recommend the restaurant to other people while no respondents agreed with the 
may be, may be not and never option. Such kind of evidence helps the business to increase 
word of mouth and popularity to other people. 
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Figure 18: Recommendation to others (n=38) 
 
Desired future developments and changes 
 
In the list of desired future development and changes, most respondents agreed with the idea 
of new/changing menu which is 55.20% followed by home delivery option 31% at the second, 
20.7% for change of venue at third place, 6.9% for wider price range in fourth place, 3.4 % for 
extensive food range at fifth place. 2.6% of the respondents were also unhappy with the 
customer service and desired for fluent speaking customer service and 2.6% of the respond-
ents also focused on the use of organic products for the restaurant. As we can see from the 
results, the restaurant needs to develop new/changing menu along with the restaurant venue 
and also consider the idea about home delivery service. 
 
 
 
Figure 19: Desired future developments and changes (n=38) 
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4 CONCLUSIONS AND SUMMARY  
 
Most of the participated candidates were female with 60.5% and 39.5% males. The highest 
number of the respondents belonged to the age group of 18-30 years old which has a higher 
number of female respondents than male and the number of male respondents are higher in 
41-60 years old age group. The number of respondents who are under 18 years old and above 
60 years old is zero or didn’t take part in the survey. The majority of the participants belonged 
to the Finnish or the local background. The highest numbers of respondent were working 
people whereas the least number of respondents were unemployed.  
 
Most of the respondents visited a restaurant few times a month and the lowest number of 
respondent visited a restaurant few times a year. Most participants also visited Mount Sherpa 
few times a month and the least number of participants visited Mount Sherpa few times a 
week or once a week. Most respondents were only a little familiar with Nepalese cuisines and 
only a few respondents didn’t have any idea about Nepalese cuisines. Most respondents were 
fairly familiar with Mount Sherpa dishes and only few people knew a little about Mount Sherpa 
dishes on menu. 
 
For most respondents, the occasion of visit in Mount Sherpa was workday lunch whereas the 
social or romantic appointment and family gathering were the least occasion of visit. Most 
participants assumed the menu pricing as an average rate whereas only few marked the menu 
pricing as expensive. Almost 76% of the respondents agreed the taste of dishes ordered as 
excellent and only one respondent marked it as an average taste. About 82% of the respond-
ents marked t the staffs’ professionalism and friendliness as excellent and only 18% assumed 
it to be good. Most respondents (71%) only waited 5-10 minutes for their food ordered 
although a respondent marked the waiting for 20-40 minutes. 
 
 The overall general experience showed a very good result with 4.3 on average with hygiene 
and cleanliness at the top and background music at the last. Nevertheless, all other factors 
were above 4 on average rating of the respondents, which means the respondents are very 
satisfied with all the general experience of the restaurant.  
 
The main source of information about Mount Sherpa for the respondents was friends and the 
least source was the restaurant’s website. Almost 95% of the respondents marked as abso-
lutely visiting the restaurant again and also 5% agreed to the yes option. Almost 92% of the 
respondents agreed to absolutely recommend the restaurant to other people and about 8% 
also agreed to yes.  As a desire for future development and changes, respondents voted 
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new/changing menu as the highest with 55.2% followed by home delivery with 31% at the 
second and change of venue at the third with 20.7%.  
 
From the results of the questionnaires and the research, it can be concluded that the overall 
customer satisfaction level and the service quality of the restaurant is excellent. The majority 
of the respondents were very satisfied with Mount Sherpa restaurant service and performance. 
Although the results are positive, the restaurant have some factors that it can improve and 
focus on to make the service more efficient and organized in order to provide more customer 
satisfaction and continue its success in the market. 
 
From the acquired data, we can understand that most of their customers are 18-60 years old 
and are the local working people of the town. This data should filter the focus group for the 
restaurant. Although few of the respondents visited other restaurant daily, none of the 
respondents visited Mount Sherpa on a daily basis. Some also visited other restaurant few 
times a week whereas only few people visited Mount Sherpa few times a week. Also, not 
many of the respondents are very familiar with the Nepalese cuisines and Mount Sherpa’s 
dishes on menu. The visiting customers of Mount Sherpa are usually attending the restaurant 
as a workday lunch and only few people attended the restaurant for other purposes.  
 
Most respondents are very satisfied with the restaurant staff services and professionalism 
however, one of the respondent suggest on hiring more fluent Finnish speaking customer 
service. The taste of the food ordered and the waiting time for the food was also rated as 
excellent on average level. The overall satisfaction levels of the customer proved that custom-
ers were very satisfied for what they got for the price they were paying for. The customer 
seems to be very satisfied with the restaurant’s comfort and environment, its decoration and 
lighting, table and chair settings, hygiene and cleanliness, smell/odour of the restaurant and 
utensils used in dining, however one respondent rated the utensils used as bad. Background 
music was regarded as good although 8 people out of 38 rated it on average level. Regarding 
the source of Mount Sherpa, mouth to mouth communication seems to be the most effective 
way to spread information as most respondents marked Friends as the source of information. 
Also co-workers, internet and social media, TV/newspapers and advertising stands outside the 
center seems to be working in some aspect. However, the restaurant website seems to be 
working a lot less as a source of information than other factors. 
 
The loyalty of Mount Sherpa’s customers seems to be very good as almost every respondent 
agreed to unconditionally return back to visit the restaurant again and also recommend the 
restaurant to other people to come and visit it. This is a kind of free source of advertising for 
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the restaurant as mouth to mouth communication works very fast in a business market and 
often considered very helpful to increase its sales. Although the respondents were happy with 
the services and food quality of the restaurant, most of respondents wanted changes and 
developments in the future. Most people wanted changes in menu or a new menu and home 
delivery service. Also people wanted the change of venue which could possibly attract more 
customers for the business. One of the respondents also suggested in using of organic 
products in the restaurant. 
 
 
The business could focus on increasing marketing and advertising of the restaurant through 
radio and televisions, beside depending on mouth to mouth communication and few other 
sources of the restaurant. This way, the business can reach more possible customers and 
gain better reputation. 
 
Most of the customer’s perception on menu pricing for food is on average level which gives the 
possibility for the business to increase its menu price slightly in the future if needed. 
 
Although most customers are very satisfied with the customer service and food quality of the 
restaurant, some respondents seems to be dissatisfied with the waiting time or lack of fluent 
Finnish speaking staffs. The business could give priority to fluent speaking waiters and 
cashiers and train the current staffs for better language skills. The front-line employees play an 
important role in such business by helping to gain customer loyalty and continuity. Long 
waiting customers could be given some reimbursement or discount in order to make them 
happy. One unhappy customer can affect such kind of business through false words of mouth 
to other people.  The restaurant could also make slight changes in the background music as it 
the least satisfying experience for the respondents though it was rated as good on average.  
 
According to the respondents’ information, the restaurant could possibly change or create new 
menu soon. The restaurant could also give a second thought for establishing a home delivery 
service which might possibly increase its sales and gain new customers. The restaurant could 
focus on its loyal customer and continue to provide better customer satisfaction and service 
quality in the future. If possible, the restaurant could research on their customer every year by 
using similar kind of customer survey and questionnaires as it helps to know what customers 
really want and make changes according to their needs. In order to ensure the growth of the 
customers, the business should be able to maintain a good connection between the price and 
quality of the service. 
 
36 
 
The overall research process was satisfying. Required support and help were received from 
the business staffs and the research supervisor. The research also has some limitations. 
Although the data collection was done correctly, the time period for the collecting the data was 
not favourable as there were less number of customers’ attendance due to which only 38 
responses were collected. Though the questionnaires were planned and designed appropri-
ately, the questionnaire language affected the data collection as; many people didn’t prefer to 
fill up the questionnaires. The reason may be due to the lack of language skill and understand-
ing. More amounts of data could have been collected if it was also provided in Finnish 
language for the customers to fill up and also during the other time of the year. The results of 
the study may not be generalized or valid to other restaurant and similar businesses as the 
data were collected from the customers of Mount Sherpa Restaurant only. Although the 
findings of the research are reliable since the collected data and research are based on the 
actual customers of Mount Sherpa restaurant, the data may not be much reliable in the near 
future since the number of responses collected were less and the customers for the business 
seems to be increasing. A questionnaire based research is suggested for the business every 
once in a year.   
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APPENDIX 1: QUESTIONNAIRE 
 
 
Dear Respondent 
 
I am a student studying in Savonia University of Applied Sciences. I am currently writing my 
thesis about customer satisfaction in Mount Sherpa Ravintola. This survey is a part of my 
thesis and in cooperation with Mount Sherpa Ravintola. It aims to review your opinions on 
customer satisfaction and improve the level of customer satisfaction of Mount Sherpa in the 
future. I hope you can give a few minutes of your time and contribute to this research. I would 
be very thankful for your time and effort while answering this questionnaire and assure you 
that your replies will be handled with absolute confidentiality.  
(Please take a 1 euro discount in any food by submitting your complete response to the 
cashier) 
Sameer Shrestha 
 
Email: sameer.a.shrestha@edu.savonia.fi 
Phone number: 0401759164 
If you have any further questions about this thesis process, please contact my supervising 
teacher Virpi Oksanen, Email: Virpi.oksanen@savonia.fi Phone number: 044 785 5793. 
[Note:  = Very bad,  = Bad,  = Average, = Good,  = Very good] 
 
1. Your Age group 
☐Under 18 years old 
☐18-30 years old 
☐31-40 years old 
☐41-60 years old 
☐Above 60 years old 
 
2. Gender 
☐ Male 
☐ Female 
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3. Nationality  
…………………….. 
 
 
4. Profession 
☐Student 
☐Working 
☐Unemployed 
☐Entrepreneur 
☐Retired 
 
 
5. How often do you visit a restaurant? 
☐ Daily 
☐Few times a week 
☐Once a week 
☐Few times a month 
☐Once a month 
☐ Few times a year 
☐Rarely 
 
 
6. How frequently do you visit Mount Sherpa Ravintola? 
☐ Daily 
☐Few times a week 
☐Once a week 
☐Few times a month 
☐Once a month 
☐ Few times a year 
☐Rarely 
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7. How familiar are you with Nepalese cuisine? 
☐Very familiar  
☐Fairly  
☐A little  
☐Not at all  
 
8. How familiar are you with the dishes on menu in Mount Sherpa? 
☐Very familiar  
☐Fairly  
☐A little  
☐Not at all  
 
9. What is your occasion of this visit in Mount Sherpa? 
☐Business meeting 
☐Workday lunch 
☐Friends gathering 
☐Family gathering 
☐Social or romantic appointment 
☐Unplanned 
☐Other …………………………… 
 
10. What is your perception on the current menus pricing? 
☐ Very Cheap  
☐ Cheap  
☐ Average  
☐ Expensive   
☐ Very expensive  
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11. How would you rate the taste of the dishes you ordered? 
☐ Excellent  
☐ Good  
☐ Average   
☐ Bad   
☐ Very bad  
 
 
12. What do you think about the staff professionalism and friendliness? 
☐ Excellent  
☐ Good  
☐ Average   
☐ Bad   
☐ Very bad  
 
 
13. How long did you wait for the food? 
☐ 5-10 min  
☐10-20min  
☐20-40min  
☐More than 40min 
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14. How was your general experience with this restaurant? 
 
Comfort and environment   ☐    ☐    ☐    ☐    ☐ 
Hygiene and Cleanliness    ☐    ☐    ☐    ☐    ☐ 
Decoration and lighting    ☐    ☐    ☐    ☐    ☐ 
Table and chair settings    ☐    ☐    ☐    ☐    ☐ 
Smell /Odour of the restaurant        ☐    ☐    ☐    ☐    ☐ 
Utensils used in dining                    ☐    ☐    ☐    ☐    ☐ 
Background music    ☐    ☐    ☐    ☐    ☐ 
 
15. Where did you get to know about Mount Sherpa Ravintola? 
☐Friends 
☐Family 
☐Co-workers 
☐Internet and social media 
☐Restaurant website 
☐TV/ Newspapers 
☐Advertising stands outside tori 
☐Others ……………………… 
 
16. Would you come again to visit this restaurant? 
☐ Absolutely  
☐ Yes  
☐ May be  
☐ May be not   
☐ Never  
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17. Would you recommend this restaurant to other people to come and visit? 
 
☐ Absolutely  
☐ Yes  
☐ May be  
☐ May be not   
☐ Never  
 
18. What kind of developments would you welcome in Mount Sherpa in the future? 
 
☐Home delivery 
☐New/changing menu 
☐Change of venue 
☐Wider price range 
☐Extensive food range 
☐Others………………………………………………………….. 
 
 
 
 
 
 
 
 
 
         THANK YOU FOR YOUR TIME AND RESPONSE. PLEASE ENJOY YOUR MEAL. 
                                                              
